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Abstract 
 
This dissertation was written as part of the MSc in Hospitality and Tourism Management at the 
International Hellenic University.  
The progress of the economic value from services to the creation of memorable experience forces 
the hospitality industry to foster new practices that can respond successfully to new customer 
needs. CEM and CRM are two managerial practices that can be used to in hospitality to respond to 
the new customer’s expectations. The treasure trove of every business is the customer satisfaction 
and retention since it costs five times more to attract new customers. Hence, the successful creation 
and design of customer experiences can achieve this goal and respond to new customer 
requirements. 
In recent years, we observe the advent of new technological advancements in the hospitality 
industry that have brought a new era to the whole sector. The use of biometrics, self-check-in, 
augmented and virtual reality, robotics, voice-empowered devices and chatbots are some of the 
most popular innovations. All these breakthroughs have caused a change in many traditional 
hospitality processes affecting both the hotel functionality and the customer experience. 
The aim of this research is to identify if the customer satisfaction would be intensified by the 
implementation of CEM, CRM and the brand-new technological innovations by thelodging 
providers. Moreover, it will be indented to unveil the level of frequency Greek hotels 
implement CRM and CEM practices and which innovations are more popular to the Greek 
audience.  
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Introduction 
According to Oxford dictionary the term experience has two main meaning (a) The knowledge or 
skill acquired by a period of practical experience of something, especially that gained in a 
profession and (b) An event or occurrence which leaves an impression on someone.1 In the 
management literature the term ‘experience’ fits best with the second definition given. L.P 
Carbone and S.T Haeckel (1994) termed experience as the ‘take-away impression formed by 
people’s encounters with products, services and businesses- a perception produced when 
humans consolidate sensory information’2. They further argued that the main aim of 
experience management is to design and implement context clues that emanate from 
products, service processes and the environment (the scene of interaction between a 
customer and an employee).  
The hospitality industry is a sector that has evolved dramatically the last decades as the 
basic offerings like bed and breakfast are thought to be just commodities nowadays and is 
mostly marketed as a place of high-intangible associations, like escapism and rejuvenation. 
All the above are in alignment with the concept of experience economy introduced by Pine 
and Gilmore in 19993. As Pine and Gilmore argued, the main aim of service providers is to 
perceive their organization as the stage of experiences that elicit positive impressions to 
customers in order to feel emotionally connected with the brand and repeat purchase. The 
relevance between the management of customer experiences and the tourism sector is 
justified by earlier researches on traveler's behavior, which argued that people while 
traveling tend to be more activated and willing to try new experiences3.  
CRM is a customer-centric business philosophy4 that derives from relationship marketing 
and combined with proper IT and organizational readiness can possibly be a driver of 
customer satisfaction. By incorporating CRM into the organizational culture and obtaining 
the necessary software can enhance the customer experience as it can lead to the creation 
of a high personalized customer experience. 
                                                          
1
 https://en.oxforddictionaries.com/definition/experience 
 
2
 Lewis P. Carbone and Stephan H. Haeckel, 1994 
3
  Cohen (1979), Crompton (1979), MacCannell (1989), Smith (1994)  
4
 Thomson,2002 
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Greece is a well-known tourism destination that attracts tourists not only from Balkan and 
European countries, but International as well. In 2017 it attracted 27,2 million tourists5, 
placing Greece in the 24th place among 136 countries in the Travel and Tourism Competitive 
Index for 20176, which shows a steady growth, as in the previous index was seven position 
down. The tourism development has prominent economic benefits for the country since the 
inbound tourists in comparison to 2016 increased 9,7% generating an upsurge in the 
country's revenue that was estimated at 14,2 billion Euros for 2017. Although, Greece 
constitutes one of the most important International destinations, yet not research has been 
conducted in the hospitality sector to answer questions related to CEM implementation and 
the adoption of brand-new technological innovations. 
The aim of this research is to identify if the customer satisfaction would be intensified by the 
implementation of CEM, CRM and brand-new technological innovations by the hospitality 
industry. Moreover, it will be indented to unveil the level of frequency Greek hotels 
implement CRM and CEM practices. This will enable the present research to identify 
potential gaps between drivers of customer satisfaction and the absence of them by the 
lodging providers. Finally, it will be presented whether people perceive positively the new 
technological innovations in hospitality and which of them are more popular. 
In this research, in the first module it will be analyzed the concept of Customer Experience 
Management, CRM and the hospitality technological breakthroughs. Secondly, it will be 
presented the methodology of the research, providing information about the sample, the 
data collection and the results. After that, the findings will be analyzed combined with the 
literature. Finally, we will conclude by providing suggestions for further research and 
limitations of the present work. 
 
 
 
                                                          
5
 http://sete.gr/media/10888/2018_symvolhtourismou-2017.pdf  
 
6
 http://www.thetoc.gr/taksidia/article/h-thesi-ekpliksi-tis-elladas-stis-pio-isxures-touristika-xwres-ston-kosmo  
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1 Customer Experience Management 
 
Customer Experience Management is not a new concept in the management literature as it 
has been studied over the past thirty years by many researchers. Trying to understand 
better the experience management concept it is vital to review some of the definitions 
given to that concept and examine the literature review. 
One of the earliest definitions was given in 1974 by Mehrabian & Russell who stated that: 
“Consumer experiences constitute the causal influences of   physical environment and human 
interaction dimensions on emotions and behavior through whatever means are possible”. 
Lewis P. Carbone & Stephan H. Haeckel (1994) stated that: “experience is the “takeaway” 
impression formed by people’s encounters with products, services and businesses- a 
perception produced when humans consolidate sensory information”. Gentile’s (2007) 
definition was: “The Customer Experience originates from a set of interactions between a 
customer and a product, a company, or part of its organization, which provoke a reaction.  
Experiences are strictly personal and imply the customer’s involvement at different levels 
(rational, emotional, sensorial, physical and spiritual). Its evaluation depends on the 
comparison between a customer’s expectations and the stimuli coming from an interaction 
with a company and its offering in correspondence with the different moments of contact or 
touch-points.”  Finally, Walls (2009) gave the following brief and accurate definition: 
‘experiences are personal and exceptional; they involve customers’ perception and 
participation, engage customers emotionally, are shared with others, and are remembered 
for a while’. Shiv and Plassmann stated that if the customer value proposition (CVP) is the 
sum of the value emerging from the experience (Ev), the service attributes and the price 
(Pv), then all services: CVP = Ev + Av + Pv, then they concluded that the experience-centric 
services are those where: Ev> AAv+Pv7. 
What we can deduct from all these experience management theories is that an experience 
occurs when customers have gained knowledge or felt sensationally involved by cues of the 
context designed by a service provider8. If hospitality organizations put at the core of their 
                                                          
7
 Shin & Plassmann 2008 
8
 Pullman and Gross 2004, p.533 
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offerings the creation of memorable customer experiences and endeavor to stimulate 
positive emotions, they will achieve incredible customer satisfaction rates9.  
1.2 CEM literature review  
The quantity of the researches that have been conducted to shed light on this topic is huge. 
In the present research there will be mentioned the most popular theories that most of the 
modern researches and theories are based on.  
1.2.1 The first appearance of the concept 
The first appearance of the concept of experience in management and marketing literature 
was in 1982 by Holbrook and Hirschman’s book “The Experiential Aspects of Consumption: 
Consumer Fantasies, Feelings, and Fun.” In their book Holbrook and Hirschman inclined to 
believe that the information processing view of customer behavior ignored consumption 
phenomena that include fantasies, feelings and fan. Up to that moment most experts 
emphasized the importance of product attributes and utilitarian functions, meanwhile, 
Holbrook and Hirschman wanted to introduce the experiential view that was based on the 
subconscious and nonverbal context cues that are associated with the consumption.  
1.2.2 The ‘serviscape’ concept 
Bitner in 199210, based on previews literature, introduced the notion of the ‘servicescape’ 
stating that the physical setting of an organization can help or impede the interaction 
between customers and employees and that the physical environment must facilitate the 
delivery process. Moreover, argued that the ‘servicescape’ can contribute to the strategic 
management of services by three different ways: a) can act as a visual metaphor of a 
company’s offering, where actions happen, and represents the quality of the service11 b) can 
have the role of the facilitator, which means to support either the interaction between the 
consumers and employees or the social interaction among customers and c) can act as a 
point of differentiation from other organizations, appealing most to the targeted segment, 
positioning the organization to the marketplace and transmitting the uniqueness that 
                                                          
9
 Lin and Liang, 2011; Kincaid,2010; Hou, 2013, Faizan Ali,Kashif Husain & Rosmini Omar, 2015 
10
 Mary Jo Bitner(1992) Servicescapes: The Impact of Physical Surroundings on Customers and Employee, The 
Journal of Marketing, Vol. 56, No. 2, pp. 57-71 
11
 Solomon, Michael R. (1985), "Packaging the Service Provider," Services Industries Journal, 5 (July), 64-71.  
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differentiates the company from the competitors. Finally, Bitner mentioned that customers 
and employees are highly affected by environmental dimensions that cause cognitive, 
emotional and psychological responses. These responses are either approach (positive) or 
avoidance (negative) and are linked to the desire to stay or leave a place. 
1.2.3 The Drama Metaphor 
Grove and Fisk in 1992 presented the service encounter through the lens of drama 
metaphor, viewing the physical setting as a stage, the service employees as “actors”, the 
service process as the “script”, the customers as the “audience” and the back office as the 
“backstage”12.   
1.2.4 Mechanics and Humanics 
In 1994 Carbone and Haeckel presented design principles of customer experiences and 
categorized the clues emitted by the environment into mechanics (those that emanate from 
objects, such as the exterior design etc.) and humanics (those steaming from people). They 
supported that the engagement of all five senses (sight, sound, smell, taste and touch) is 
very crucial since they have great influence on the creation of memorable experiences.13.  
1.2.5 The Experience Economy  
 Pine and Gilmore separated experiences from other economic offerings stating that they 
have their own separate qualities and characteristics. In their pioneering work they stated, 
(figure 1.) that according to the progression of the economic value, experiences like 
commodities, goods and services, must be perceived as a separated economic offering since 
it possesses distinct characteristics.  
                                                          
12
 http://www.acrwebsite.org/volumes/7341/volumes/v19/NA-19 
 
13
 Lewis P. Carbone and Stephan H. Haeckel (1994)Vol 3. No.3, B. Josepg Pine and James Gilmore (1998), 
Welcome to the experience Economy,  
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 Figure 1. The progression of economic value                        Figure 2. The four realms of experiences 
They further argued that customer offerings must be linked to experiences in order to be 
meaningful and build a long-term profitable relationship with consumers. As we can see in 
figure 2, they formulated four experiences categories, that according to their characteristics, 
they are placed into circle which is divided into two axes. The horizontal ax is the level of 
customer participation, which is divided into active and passive. The vertical ax represents 
the connection created between the costumers and the event of performance, which can 
either be immersive or absorbing. The experience categories that emerged based on 
people's participation and connection are the following: Entertainment, Education, Esthetic 
and Escapist.  
Based on these categories many researchers tried to explore or construct the key 
components to create memorable experiences. Renewal and escapism are one element that 
aids people get away from their ordinary lives and ‘taste’ something different. In hospitality 
industry this can be achieved by the adoption of innovative physical setting that gives the 
sense of escaping reality.  Surprises14, novelty, social interaction15 with other guests and 
employees can also aid toward an unforgettable experience. Lastly, hedonic and pleasurable 
aspects can boost the recall of an experience since it is believed that these two elements 
have a great effect on customer’s emotions16.  
                                                          
14
 Farber and Hall, 2007 
15
 Tung and Richie, 2011 
16
 Zimmerman and Kelly 2010 
   
 
[14] 
 
The revolutionary study of Pine and Gilmore started an academic debate in order to decide 
whether experiences should be perceived as a distinct organizational offering, differentiated 
from products and services or not. Many scholars perceived experiences as a subset of 
services17 and others believed that services should be divided into functional and 
experience-oriented offerings18.  Services have been characterized as ’intangible activities 
performed on behalf of another individual whose primary purpose is to fulfill a need’19 and 
the emphasis lies on standardization and reliability20. On the other hand, what experience 
organizations seek is differentiation and uniqueness that will be communicated through 
innovative processes for growth21. The level of customer participation also defers comparing 
the two concepts, as in experiences the customer engagement is multiplied. What really 
was alerted is the economic value that from the consistency and the functionality shifted 
towards memories and emotional value. Finally, Pine and Gilmore22proposed five 
suggestions that lead to memorable experiences: theme the experience, harmonize 
impressions with positive cues, eliminate negative cues, mix in memorabilia and engage all 
five senses.  
1.2.6 Co-creation of experiences 
In the quest for a competitive advantage in a marketplace that dictated experiences as the 
future value proposition for companies, appeared the notion of co-creation23. Traditional 
organizational systems used to focus on the production of goods and services, deciding 
what is valuable for the customer and what not. As it is depicted in figure 3, the co-creation 
is about generating customer value by participating both the company and the customer 
into personalized interactions, considering the distinctiveness of each customer. 
                                                          
17
  Gronroos 2000 
18
 Hansen 2013 
19
 Toffler, 1970 
20 Zeithaml, V. A., Parasuraman, A., & Berry, L. L., 1990 
21
 Sundbo, 2009  
22
 Pine and Gilmore, 1998 
23
 Prahalad&Ramaswamy, 2004 
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Figure 3. Emerging concept of the market (source C.K Prahaland and Ven Kat Ramaswamy, 
2004) 
The model of co-creation, as we can see in Figure 4, proposed four blocks that can facilitate 
the co-creation of experiences, which are: dialog, access, risk-benefits and transparency. 
The dialog between a firm and customers means the deep engagement to interact with the 
customers, to listen to their needs and preferences and have the ability and the willingness 
to cater them. The transparency and access are both imperative for a meaningful 
communication between a firm and a customer since nowadays communities are connected 
and have access to a great amount of information which empowers them. The dialog, access 
and transparency can altogether lead to the assessment of the risk/ benefits and finally 
enable the decision-making process24.  
 
Figure 4. Building blocks of Co-creation of economic value (source C. K. Prahalad and Venkat 
Ramaswamy 2014) 
                                                          
24
 C.K Prahaland and Ven Kat Ramaswamy, 2004 
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1.2.7 Designing experience-centric services 
Zomerdijk and Voss 2010, based on previous literature, tested and summarized the 
practices for designing experience-centric services. They concluded that the experience- 
design principals include the following areas (figure 5): 
 Design a series of service encounters and cues 
 Engage all five senses of customers 
 Engage customers through the front-line employees 
 Design the dramatic structure of events 
 Manage the presence of fellow customers 
 Coupling backstage employees to front stage experience 
 
                   Figure 5. The design of the five experiential areas (Zomerdijk and Voss 2010) 
They also underlined the importance of pre and post purchase experience, the management 
of the arrival and departure, the creation of anticipation and the attention to physical 
aspects of the service delivery.   
1.2.8 Service Quality in Luxury Hotel Brands 
In the search for what constitutes a service quality in Luxury hotel brands, it was proposed 
that the three main prerequisites for service quality are the physical product, the service 
experience and the quality of food and beverage25. As luxury goods and services are 
correlated with high intangible associations, the branding should support the creation of an 
image that can attract and aspire customers26. Kim and Cha27, based on their research 
                                                          
25
 Wilkins, Merrilees and Herington 2007 
26
 Keller, 2009 
27 Kim, W. G., & Cha, Y. (2002). Antecedents and consequences of relationship quality in hotel industry. 
Hospitality Management, 21, 321–338. 
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conducted in Korean hotels, developed a customer-based brand equity model, defining its 
dimensions to be the brand loyalty, brand awareness and perceived quality, which resulted 
to have a great impact on the luxury hotel performance. Moreover, Ting-Yueh Chang & 
Shun-Ching Hong (2010) stated that the experience quality ingredients are: physical 
surroundings, customer themselves, service provider, other customers and customer 
companions. Their research had its roots on Csikszentmihalyi and LeFevre work(1989), who 
investigated the quality of life experience. Csikszentmihalyi and LeFevre defined the 
experience quality as: ‘representing how customers emotionally evaluate their experiences 
as they participate in the consumption activities and interact with the service surroundings, 
service providers, other customers, customers companions and other elements’. 
In 2011, Walls and Okumus, as we can see in figure 6, summarized after a thorough 
investigation, all the characteristics that constitute and influence the customer experience. 
  
Figure 6. A conceptual model for the structure of consumer experience (source: A. Walls, F. Okumus, 
Y. Wang and Wuk Kwum, 2011) 
In their work, they stressed the need for congruency, which means that all the cues that the 
customer encounters (ambient, social etc.) should be consistent with each other and with 
the image of the firm. Moreover, they examined the impact of customer personal 
characteristics and trip-related factors on the formation of the experiences during a trip. 
They concluded that an experience occurs when customers respond to the environment 
stimuli, which depends on trip-related factors (external responses) and the personality of a 
person (internal responses). Finally, based on their investigation on customer preferences 
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when they stay at luxury hotel brands, they argued that experiences should not be 
perceived as all or nothing phenomenon, but rather be viewed as differing degrees of 
experiences, which is called experience continuum. 
The most recent research on the topic recommends that experience innovation is the next 
step to the future for value creation and that the emotional value is the most significant 
factor to achieve customer loyalty28. Emotions are not cognitive, internal mental states that 
are activated by some stimuli. Emotions are strongly linked to the performance of the 
service encounter29 since they affect customer satisfaction30. Therefore, it is vital the 
delicate design of the tangible and intangible components of a service and the attention in 
every single detail in order to have positive results31. 
 1.3 Satisfaction and Emotions linked to experiences 
According to the progression of the economic value we already are into the fourth stage, in 
which experiences are what customers are searching and willing to pay for.  As has been 
touted by previous researches, the creation of memorable experiences6 and the stimulation 
of positive emotions7 lead to customer satisfaction and loyalty. Hence, many managerial 
practices try to develop loyal and long-term relationships with customers32. Customer 
satisfaction is defined as: 
 ‘The difference between the customers’ expectations and the service provider’s 
performance’33.   
 ’ A judgment that a product, or service feature, or the product or service itself, 
provides o pleasurable level of consumption-related fulfillment, including levels of 
under or over fulfillment’34. 
 ‘A post-choice evaluative judgment concerning a specific purchase selection’35 
Customer emotions are also thoroughly researched for its impact on consumers’ perception. 
Emotions according to Bagozzi36 is ‘a mental state of readiness that arises from cognitive 
                                                          
28
 Sipe, Lori J.1 Testa, Mark R.1 (Feb-Mar2018) 
29
 Jani & Han 2011 
30
 Lin & Liang 2011 
31
 Pullman and Gross 2004 
32
 Das 2009 
33
 Ryu 2012 
34
 Oliver 1997 p.13 
35
 Day 1984, p.497 
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appraisals of events or thoughts; has a phenomenological tone; is accompanied by 
psychological processes; is often expresses physically; and may result in specific actions to 
affirm or cope with emotion, depending on its nature and the person having it’. Further, 
research on the nature of emotions argues that emotions have three main characteristics: 
 Emotions are internal mental states37 
 Are not cognitive and are characterized as affective states of subjective feelings38 
 Are created as a response to a stimulus39 
The emotional value is deemed to be the most significant factor to attain maximized 
organizational loyalty rates40.  Emotions are triggered during the service delivery process, 
when customers interact with employees41. Sundbo(2009) underlined the importance of 
customer engagement and participation during the service delivery process since an 
experience is something personal that happens into customer’s minds. Hence, organizations 
can only impel experiences to occur.  Keller (2009) argued that luxury brands evoke six 
emotions to consumers: warmth, fun, excitement, security, social approval, self-respect, 
peace and calm, sense of fulfillment and happiness. 
 
 
Figure 7.  Impact of four realms of experiences to customer emotions and satisfaction (source: F. Ali, 
K. Hussain and R. Omar) 
                                                                                                                                                                                    
36
 Bagozzi, R., Gopinath, M. and Nyer, P. (1999) 
37
 Mehrabian and Rusell 1999 
38
 Jang and Namkung 2009 
39
 Plutchik, 2003 
40
 Forrester 2016 
41
 Lin and Liang 2011 
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As we can see in Figure 7, in a recent research, which examined if the four realms of 
customer experiences can affect emotions and satisfaction in Malaysian resorts, showed 
that entertainment was the most important determinant to forge customer emotions, and 
then followed escapism, aesthetics and the last was education.  
1.4 Experiential Marketing 
 
Experiential marketing aims at the profound emotional customer engagement by the 
creation of highly differentiated brands, giving detailed insights regarding what to include in 
every stage of the customer journey to create a memorable and positive experience42. 
Scmitt (1999) proposed the five types of customer experience, called the phenomenology of 
experiences, which comprises: sense, feel, think, act and relate, and devised assessment 
tools to measure them from an experiential marketing perspective. Wood and Masterman43 
proposed seven experiential attributes that form a hole experience: involvement (emotional 
engagement with the brand), interaction (communication between the consumer and the 
brand), immersion (deep engagement of all the senses), intensity (highly engaging 
experiences that can be remembered for a long time and ensure brand preference), 
individuality (building personalized level of communication between the brand and the 
consumer), innovation (unique and creative ways of marketing), and integrity (capable of 
keeping promises to customers). According to a research conducted by Y. Verm and V. Jain, 
who interviewed managers from Indian luxury resorts regarding the experiential marketing 
implementation in Indian hotels, they summarized the findings  in a graphical 
representation (figure 8), that enabled to make the following suggestions: 
 Experiences should not be complimentary, otherwise they will be perceived as of low 
quality. 
 Create service-centric experiences that make a difference by hotel staff exceptional 
service 
 Select which hotel services will be standardized and which personalized (for 
example, safety and comfort are elements that International hotel brands want to 
keep standard).  
                                                          
42
 Yasha V Erm  
43
 Wood & Masterman 2007 
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 Leverage of all touch points to create experiences, from the pre-purchase stage until 
the post-purchase. 
 Maintain the provision of experiences even after the guest departure. For instance, 
Marriott send gifts or flowers to guests on special occasions. 
 Collect customer feedback for future improvements and for customization of 
experiences to specific guests' requests. 
 Create internal efficient communication, which will be backed by the possession of a 
guest history database, disseminate the information gathered and provide enhanced 
customized services. 
 Achieve the ‘Wow’ experience by satisfying guests in such a way that they will be 
emotionally connected with the brand. 
 
 
Figure 8. Process of experiential Marketing used by the Luxury Hotels (source: Yasha V. Erma & 
Varsha Jain) 
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2. Customer Relations Management (CRM) 
 
CRM is a customer-oriented management approach that can enhance the customer 
experience, as it places the customer at the core of the business strategy and culture44. CRM 
has its origin in relationship marketing, but opposed to the traditional transactional 
marketing that tries to lure new customers, this one tries to build customer retention by 
cultivating long-term, profitable relationships with consumers45. CRM combined with the 
appropriate IT, organizational vision and the engagement of an organization’s personnel can 
have impressive results in the customer satisfaction and loyalty46. Building efficient 
communication between the company and the customer will allow the creation of customer 
intelligence, which denotes the advantage a company has when knows customers’ 
preferences and needs, to make a profit for both parties47. 
Information technology brought a new era in hospitality as it enabled hotels to meet more 
effectively customer expectations with more efficient and accurate services. According to 
Karadag and Dumanoglou 2009 investigation, who interviewed hotel managers from luxury 
hotels in Turkey, they found that when IT is integrated into the service processes this leads 
to higher service quality and increased productivity. Among the most popular definitions of 
CRM are the following:  
 ‘is a combination of business process and technology’48,  
 ‘is an integrated sales, marketing and service strategy that prevents the “lone 
showmanship” and relies on coordinated actions 49‘,  
 “is about servicing customers better across the entire organization50’,  
 “Is a customer-centric business philosophy and culture that sustains affective 
marketing, sales and service processes51’.  
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 ‘A core business strategy that integrates internal processes and functions, and 
external networks, to create and deliver value to targeted customers at a profit. It is 
grounded on high-quality customer data and enabled by IT’52. 
 
2.1 Traditional Customer Relationship Marketing 
Customer Relationship Marketing is deemed to be a defensive marketing strategy that 
attempts to attract, maintain and enhance customer relationships53. It also strives to 
maintain log-term, relationships, characterized by the willingness to sacrifice short-term 
benefits for long-term advantages54.  The practices adopted to achieve customer loyalty55 
are the following: build trust, competence over rivals, communication (internal/external), 
conflict handling, commitment and bonding56.   
The advantages of Relationship Marketing are many for both companies and customers. 
First, in can boost customer loyalty, generate word-of-mouth and referrals that are 
significant endorsements. The economic implications are promising for companies that 
retain long-term relationships with profitable customers as they tend to spend more over 
time57 and provide feedback for future improvements. From the customer’s viewpoint, the 
benefits are the feeling of trust and confidence to the brand, which reduces anxiety that is 
linked to the unknown quality of product or service58, the provision of social support59 and 
the reduced costs of the service to the customer60. 
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2.2 Literature review 
Trying to identify how the CRM theory was developed, it is necessary to make a flashback to the 
literature. Hart (1995) insisted on the creation of a process technology that could lead to 
product/service customization, embrace organizational/operational flexibility and the establishment 
of a marketing department that could identify and analyze the customer needs61.  Wells (1999) 
identified four elements for CRM implementation: business analysis of operational processes, 
integration and redesign of customer data, ICT empowering customer interaction and 
accessibility/dissemination of customer data62. Mok63 noted the significance of adopting ICT and 
Alford argued that CRM should include a cluster of ICT tools, services and business processes, like 
data mining automated call center etc.64. Tiwana underlined the crucial role of the coordination of 
business processes (from both strategical and operational level), ICT, leadership, change, cultural 
and measurement strategies. Finally, Gartner65 identified eight components for successful CRM 
(Figure 9.): Vision, Strategy, organizational collaboration, valued customer experience, CRM 
processes, CRM information, CRM technology and finally CRM metrics. 
  
Figure 9. Gartne’s eight components for successful implementation of CRM 
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2.3 Successful implementation of CRM 
The successful implementation of CRM requires the coordination and alignment of the 
hotels strategy, internal/ external marketing, investment on software (ICT) and KM 
management. From the organizational strategy perspective, has many advantages as it can 
boost the productivity, achieve better organizational performance and support log-term 
profitable relationships with the customers66. The implementation of CRM in a lower 
operational level depends on the following steps671)  investment on a customer database 
that will enable data mining anytime, 2) data analysis in order to decide which customer 
segment to target, 3) keep in touch with the targeted customer segment in order to 
maintain relationship with the company, 4) create personalized experiences for the 
consumers, 5) management of the organizational communication channels so as to support 
the dissemination of customer knowledge that will make possible the formation of highly 
personalized experiences in any place anytime, 6) the collection of metrics in order to 
estimate the success of CRM. 
2.4 CRM in Hospitality 
CRM in hospitality industry seems to be problematic since hotels, although they capture a big 
amount of customer information; this information has not resulted in the successful formulation of 
customer’s knowledge68. Overall a knowledge-based CRM in hospitality sector needs:  
▫ An organizational culture to perceive the customer-employee interaction as an opportunity 
process for information capturing and delight in this learning experience69. 
▫ The creation of a knowledge information system to store and retrieve anytime tacit and 
explicit knowledge that will enable personalized experiences for customers70. 
▫ Motivation and rewards to the personnel for capturing, using and disseminating customer 
knowledge in order to create personalized experiences71. 
▫ Reformulation of customer data coupled with customer-centric integration and ICT72. 
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▫ The capability to predict both, where the customer value lies in a constantly turbulent 
marketplace and whether hotels fail or succeed in catering those customer requirements73.  
▫ Collect, analyze and put into use of three types of the information captured from customers, 
a) information of customers74 (which refers to personal and transactional data), b) 
information for the customers (including the products, service and organizational 
information that is perceives to be useful for customers), c) information by the customers 
(complaints, feedbacks, suggestions and claims). 
 
2.5 CRM Failure 
It is true that many CRM projects have failed so far and according to Gartner’s three-year prognosis 
for CRM in 2007 showed that approximately 60% of CRM initiatives will be considered as failures 
from an organizational viewpoint, as it is evident the difficulty to link channels, the inability to 
redesign service processes and the limited provision of customer benefits. According to Sigala75, this 
failure resides in the restricted implementation of measurement tools, the poor exploitation and 
coordination of ICT tools with processes and organization's people, strategies and management 
practices76. Moreover, CRM is often linked to extra costs in technological investments and positive 
results are not guaranteed. Moreover, it has been argued that there are three basic reasons for the 
CRM failure, 1) the ignorance of TK (tacit Knowledge), 2) the limited human involvement and 3) the 
focus of the organizational attention on IT than on the management of an organization. 
 
3. Technological Innovations in Hospitality 
In recent years, with the technological advancements that are abundant in our everyday lives, the 
technological innovations in hospitality are not just a fantasy but a prominent reality.  Hotels are 
more and more embracing technological innovations in hospitality operations as a means of 
competitive advantage and point of differentiation. The technological advancements in hospitality 
are numerous and have brought up a new era in hospitality operations. Biometrics, the use of 
smartphone apps to control the room and robots are some of the most known advancements that 
are invading into the lodging industry. In this section, it will be analyzed the most popular 
innovations in hospitality. 
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3.1 Easy check-in 
Easy check-in is one of the most useful process innovations, as it allows the ability to guests to 
bypass the traditional check-in procedure at the lobby. It can be made via a web-based devise or a 
mobile application.  Another way to bypass the reception can be realized by incorporating kiosks in 
the lobby area, where guest can make self check-in.  When the reservation is made, a bar code is 
automatically sent to the guests on their devise. At the hotel kiosk, the guest needs to scan the bar 
code from their device and select the number of keys that they need. The machine provides 
automatically the key cards and the guest is ready to go straightaway to the room77. Another 
interesting check-in process is happening at the Inn hotel at St. Botolph in Boston. The customers, 
upon reservation, receive a confirmation email including two key codes and the room number. On 
the arrival at the hotel they must enter the first code at a keypad at the front door and the second at 
their room. The role of the front desk is only for the provision of information to guests when is 
needed, without taking part in the check-in and check-out procedure. Most of Hyatt sub brands 
provide both traditional check-in at the front desk and kiosks for self-check-in. An alternative way of 
check-in is made by greeters who realize the check-in in a more relaxed setting, which includes 
sitting in comfortable couches, using ipads or laptops and offering to guests' coffee or refreshments.  
 
 Figure 10. Self-Check-in at LINQ hotel (source78) 
Check-in kiosks although have a lot of advantages they possess some shortcuts as well. They cannot 
process check-out, they do not accept cash and in case the room is not ready upon arrival the guests 
must constantly check the devise to be informed. Additionally, in case of room change the check-in 
machines cannot provide the best option according to guests’ preferences, so customers need to 
contact the front office agent79. 
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3.2 Robotic Technology  
Aloft Hotels with Starwood Brand was the first hotel to introduce the robotic butler, called Botlr 
(Figure 11). Botlr was assigned to surprise guests by making room service deliveries and provide a 
piece of information to guests. From then, many other international hotels brands followed the 
paradigm of Aloft. Hilton in partnership with IBN introduced Connie (Figure 12), in Mclean and 
Virginia brands, serving as a concierge to guests, providing information and dining 
recommendations. InterContinental invested on Dash (Figure 13), a robot that makes deliveries to 
rooms. Similar robotic functions have Cleo and Leo (Figure 14), two robots that cater deliveries and 
provide information for Marriot hotels at the Hotel EMC2 in Chicago. A different robotic technology 
is seen at Yohet in New York that has Yobot (Figure 15), which is a robotic system whose main 
function is to handle luggage. Finally, Henn na Hotel in Japan, has totally replaced humans at the 
reception, having two robots (Figure 16) with tablets to make self check-in. Additionally, they have 
placed a robot in the rooms, named Churi San, that can provide multiple information, sing and 
control the heating and lighting80.  
 
Figure 11. Botlr   (source81)                       Figure 12. Connie (source82) 
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              Figure 13. Dash (source83)                                         Figure 14. Cleo and Leo (source84) 
 
     Figure 15. Yobot (source85)                         FIgure 16. Henn na hotel Japan (source86)                               
 
3.3 Chatbots and voice activated technology 
 
Many investigations showed that millennials are always connected on internet and thus they are 
inclined to prefer more texting a message to make a request than to make a phone call. Mobile 
applications and chatbots are two technological advancements that aid to bypass the human 
interaction and direct make a request via a smartphone. Edwardian Hotels, introduced Eduard, a 
chatbot that interacts with customers from the moment of the reservation until their departure. The 
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‘virtual host’ is capable of interacting with guests in multiple ways: sends emails or SMS where you 
can enter your details (arrival time at the hotel), check-in online, select the room type of your 
preference from the hotel’s floor plan and realize payments. Moreover, Eduard assist in every aspect 
of the guest stay, as it can provide information about the guest’s stay, take orders and reach a high 
personalized service by gathering information about the guest profile87. In 2017, the same 
technology has been adopted by other hotels as well, trying to engage the customers and create an 
unforgettable experience. The Cosmopolitan Hotel of Las Vegas introduced ’Rose’ and Accor Hotels 
Mercure brand lounged ’Mercure Bot’. IHG ‘s hotel Indigo utilizes Facebook messenger as a chatbot, 
called” Neighborhood Host” that sends an invitation to guests for participation after having 
completed their reservation88. In Japan, the first hotel to lounge a chatbot was Holiday in, in Osaka in 
2017, called Bedot89. Marriot’s International Aloft hotels, after the lounge of Botlr the robot, 
introduced the ChatBotlr that serves as a chatbot responding to a great number of guest questions 
and requests.  On the other hand, Four Seasons Hotels and Resorts have invested on Four Season 
Chat that is a service for instant messages that does not make use of artificial intelligence. Instead, 
the personnel of the company are responsible for giving the information required to guests90.  
Amazo’s Alexa for hospitality (Figure 17) and apple’s Siri have brought a new era in the customer 
service in hospitality. In 2016 the first pilot tests in hotel rooms began, installing echo systems to 
become voice-enabled91.  Wynn hotel in Las Vegas was the first hotel in the world to install in every 
room Amazone‘s Echoes that will enable to control their room verbally92. Marriot also tests both 
devices in order to decide on which to invest93.   
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                                    Figure 17. Alexa for hospitality powered by Amazon (Source94)    
3.4 Virtual Reality and Augmented Reality 
Augmented and virtual reality are two technological innovations that have the potential to give a 
new dimension to customers experience in many industries, as well as in hospitality. AR can enhance 
the real-world environment, that converts objects that exist in the real world to ‘’augmented’, using 
smartphones or headset that enables the provision of computer-generated information. On the 
other hand, VR replaces the real world with a completely fantastic (virtual) one that can immerse 
someone in a completely different reality using devises and headsets.  
In recent years both technologies were introduced to hospitality industry making futuristic 
experiences a reality. The introduction of AR in hospitality was made by Holiday Inn in the Olympic 
games of 2012 in London95. Using a smartphone or a tablet, guests could see virtually four athletes 
of the Olympic and Paralympic games performing their tricks at hotels reception, corridors and 
rooms. Guests could also have pictures of the virtually augmented athletes as a souvenir of this 
experience. Another example of AR comes from Hub hotel in London giving the opportunity by 
putting a smartphone on the map, placed in the wall of the hotel room, to show places of touristic 
interest, coupled with information96. AR can also be deployed to make the exploration of hotels 
rooms or lobby more enjoyable. Another way of engaging customers is through the, so-called 
beacon technology that permits to firms send information to customers when they are in specific 
places via Bluetooth. For instance, Starwood allows their guests to open the hotel room door by a 
virtual key sent to their smartphones97. 
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                                                          Figure 19. AR in Hub Hotel (source98) 
VR can also provide a lot of advantages to hospitality industry and enhance the customer 
experience. The main use proposed to hospitality so far is to provide to customers a trial of the 
product before proceeding to purchase. For example, they can visit virtually their hotel room instead 
of reading long descriptions. Moreover, it can be used for ‘visiting’ nearby attractions by the 
provision of virtual tours. Another way of integrating VR into hospitality is in the reservation stage, 
making VR bookings. This innovation is not yet fully investigating, though Amadeus has made some 
steps towards that99. 
Marriot International in 2015 conducted a two-week trial of VR guest experience, the so-called “V 
Room Service” in collaboration with Samsung Electronics of America. Upon demand guests were 
provided with a box of headsets and headphones for a 24hours loan in their room. The VR content 
had three different videos to select from: a. a woman visiting Chile, b. a woman on Rwanda and c. a 
man’s trip on Beijing100. 
 
Figure 20. Box with headset and headphone Marriot  
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Airbnb in 2017 announced that they are planning soon to add VR and AR to its services. Their 
ambition is to provide to Airbnb customers the opportunity for a virtual tour on the properties 
before they proceed to a reservation and ameliorate their experience after their arrival.  The AR will 
be mostly used to resolve problems that occur during customers’ stay and the provision of multiple 
information without the presence of the property’s owner101.   
4. Methodology 
This paper aims to examine the customer satisfaction rate that result from CRM, CEM and 
technological innovation practices and identify the implementation of these practices by Greek 
hotels. After examining the theory that covers both concepts and the state-of-the-art technological 
breakthroughs in hospitality, arguments and data were used as a framework for investigation. These 
arguments, of both CRM and CEM management concepts, summarize the fundamental elements 
that can have an impact on a customer's satisfaction and are part of the whole customer experience.   
4.1 Research Rational 
In this section will be presented the reason why it has been selected CEM, CRM and technological 
innovations in hospitality for investigation. 
4.1.1 Why Customer Experience Management? 
In the 21st the economic value has shifted towards experiences and emotional engagement. 
Consumers no longer are mere buyers, but they are co-creators of what is purchased since they 
actively take part in their experience, which result from the interaction between employees or other 
consumers in a physical setting102. In hospitality, hotel guests put the final element on the 
production chain for the final experience outcome. Also, hospitality influence greatly consumers' 
behavior as they are affected by multisensory, imaginary and emotive aspects103. Hence, it is crucial 
to identify what experiential elements hotels should include and if these practices will have a 
positive result in customer satisfaction. 
4.1.2 Why Customer Relations Management? 
CRM it is viewed in this paper as a managerial philosophy that can enhance the customer 
experience. The integration of IT into the relationship marketing can lead to a successful customer-
centric organizational orientation as it provides the tools that will enable this process. Since, 
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information is the most crucial component for the value creation and can lead to market success, 
hospitality companies should build their strategy around this philosophy that can be exploited as 
their competitive advantage104. It must be stressed that customer information is not customer 
knowledge, which implies that the information gathered must be analyzed to create knowledge that 
will enable smart strategic actions. 
Although, CRM seems to have a lot of advantages, hotels seem to struggle in practice to reap the 
benefits of its implementation. Dev and Olsen (2000) stressed that hotels although gather a great 
deal of customer information; they fail to develop proper customer knowledge.  In this view, it is 
imperative to check whether hospitality customers believe that CRM practices could increase their 
satisfaction rate and identify if they have experienced its implementation in Greek hotels. 
4.1.3 Why Technological Innovations? 
As technology is shaping the future in many industries, likewise the same is happening in hospitality, 
with many innovations changing our perceptions about what to expect and what not in a hotel stay. 
Experience innovation is the new frontier in hospitality as the market loose from platforms like 
Airbnb dictates the immediate implementation of new methods for customer engagement in order 
to overcome. Hence, it will be examined whether people embrace hospitality innovations and figure 
out which of them are more popular. 
4.1.4 Why customer satisfaction? 
Satisfaction is a treasure trove for all organization as it leads to customer loyalty and retention. As it 
has been stated earlier in the present paper, loyal customers tend to spend more over time, do not 
switch to a competitors and will generate more profit in future by selecting the same firm and 
recommending to their social groups105. Hence, we will try to understand whether CEM, CRM and 
technology can lead to elevated satisfaction rates. 
4.2 The Objectives and Questions of the research  
The aim of this research is to verify if previous finings concerning CEM and CRM are still on demand 
and check their attractiveness to the Greek audience. Moreover, it will be identified if guests have 
experienced practices of both managerial strategies in their previous stays in Greek hotels. By these 
means, a holistic view will be deducted about the impact these practices have on customer 
satisfaction. Lastly, it is intriguing to investigate the reputation of hospitality technological 
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innovations to Greek audience and figure out if they would have a positive impact on their 
satisfaction. 
The dissertation title gives the topic for research and investigation. The notion of CEM, CRM and 
technological innovation coupled with customer satisfaction are used to formulate our objectives. 
Specifically, the following pairs are made to formulate the objectives: 
 Customer satisfaction and CRM: Impact of CRM to customer satisfaction 
 Customer satisfaction and CEM: Impact of CEM to Customer satisfaction  
 Customer satisfaction and Technological innovations: technological innovations and 
Customer satisfaction 
The objectives that resulted after the formulation of these pairs are the following: 
 1st Objective: If personalized services are provided to guests, they will be more satisfied. It 
will be tried to identify the degree customers are searching for personalized experiences and 
unveil if they consider that Greek hotels provide personalized services. 
 2nd Objective: If hotels use customer personal data to surprise them or to prevent requests, 
they will be satisfied. It will be tried to identify whether CRM practices would have a positive 
impact on customer satisfaction and identify if people have experienced CRM 
implementation in their stays at Greek hotels. 
 3rd Objective: If a company adopts CEM practices and designs experiential touch points in 
customer’s journey, they will be satisfied. Identify how much customers would be satisfied 
with CEM practices and if they have experienced this kind of elements in their stays in Greek 
hotels. 
 4th Objective: If hotels invest on hospitality technological innovations, guests will perceive it 
positively.  It will be examined the level guests would like to stay in hotels that have adopted 
technological advancements, which of them are most appealing to the Greek audience and 
in which type of trip (Business, Leisure or both) they would like to encounter these 
innovations. 
Hence, the questions of this research that has been resulted of the objectives set are following: 
 How greatly would be affected the satisfaction rate to Greek hotel guests if CRM practices 
were used? 
 How greatly would be affected the satisfaction rate to Greek hotel guests if CEM practices 
were used? 
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 How greatly would be affected the satisfaction rate to Greek hotel guests if technological 
innovation were adopted? 
4.3 Research approach  
In this charter it will be presented the data collection, the sampling method, the research 
instrument, the results and the limitations of the research. 
4.3.1 Data Collection 
The information of the present research is based on primary and secondary data that help formulate 
a holist view about the topics that are examined. The secondary data derive from academic 
literature that includes managerial books, journals and articles, as well as thorough research on 
internet. After having examined both academic and internet information about CEM, CRM and 
hospitality technological innovations I was able to identify gaps in the literature and decide on what 
to investigate.   
4.3.2 Research Method 
The research method used in the present research was a structured questionnaire that 
focused on the impact CEM and CRM practices have on hotel guests’ satisfaction. The questionnaire 
was distributed via social media, to six hundred people, from whom 123 responses was gathered 
totally. The type of research is cross-sectional as data are collected in one point in time since the 
time duration for the data collection was one month. The questionnaire was distributed, in purpose, 
in Greek language with the aim all respondents to clearly understand the questions as it was in their 
mother tongue and avoid any misunderstandings. The sample population pertains to Greek citizens; 
most of them are residents of the northern part of Greece. It was used the convenience type of 
sampling in order to gather faster the appropriate number of responses and meet time constraints. 
The sample was categorized according to their gender, age and educational background.   
4.4 Results 
In this chapter the results will be presented without any interpretation.  The instrument of the 
research and the results will be presented using illustrated in graphical representations. 
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Gender 
 
As you can see in the graph 35% of the respondents are male and 65% are female 
Age 
 
The age groups were the following: 15-17 (4,1%), 18-24 (6,5%), 25-32 (52%), 33-44 (26%) and above 
45 (11,4%) 
 Educational Background 
 
As it is depicted 48,8% of the respondents have a bachelor's degree, then followed those who 
possess MSc and PhD with 32,5% and finally the lowest rate came from secondary school with 
17,9%and primary school 0,8%. 
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When you travel for leisure, in which lodging type you prefer to stay?  
 
 
The majority with 65,9% answered 3*-4* hotel category and the second highest response was 
Airbnb with 10,6%. Then followed 5* hotels with 8,1%, hostels with 6,5%, Boutique hotels with 4,9% 
and finally 1*-2* hotel with 4,1 % 
When you stay in a Luxury Hotel how important you consider to be the provision of 
personalized services? 
 
As it is depicted 40,7% believes that is extremely important, 43,1% believe that is important, 14,6 is 
in the middle which is a neutral response, and only 1,6% thinks that is not so important. 
Do you believe that hotels in Greece have adopted personalized services or they provide 
standardized services? 
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As we can observe 56,9% answered 50/50, 37,4% standardized and 5,7% personalized 
Have you ever experienced, in a luxury hotel that you had visited in the past, having 
prevented a request that you had made in a previous stay? 
 
 
As we can see the majority (83,7%) answered that they have never experienced something like that 
and only 16,3% stated that they did. 
How much it would satisfy you if hotels made use of your personal data to enhance your 
experience? 
 
As we see 35% stated that they would be very satisfied and a 30,1% that they would be satisfied. On 
contrast, a 19,5% seems to be neutral or indifferent, 8,1% would not be satisfied and 7,3 by no 
means they would consent to use their personal data. 
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Have you ever experienced to make you a surprise using your personal data (on your birthday 
or anniversary)? 
 
As it is seen in the graphical representation, 92,7% of the sample answered that they have not 
experienced the element of surprise in their stays, and only a 7,3% responded positively.  
 
 
How often you are asked orally or by a feedback card about your stay in a hotel?  
Never Rarely Usually Always 
As we see the answers regarding the usage of feedback card is low since most of the responses are 
gathered in the rarely or never columns. On the other hand, the orally questions regarding a guest 
stay seems to be more often since most of the responses are dispersed between the often and 
always options. 
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How much would your satisfaction rate been affected by the provision of a gift or memorial 
upon check-out? 
  
From the above histogram, we observe that 41,5% of the responses indicate that they would be 
extremely satisfied, and in the same way a 27,6% would be satisfied. 23,6% of the sample seems 
neutral to this practice. On the other hand, a low percentage have the options for not satisfied and 
not satisfied at all with 6,5% and 0,8% accordingly.  
 
How would you feel if a hotel that you had stayed sent you a greeting card, flowers or ema il 
message in a special occasion like your birthday or anniversary?  
 
As we see the people answered positively regarding the sentiments of satisfaction and surprise in 
case of a contact after their departure in a special occasion. The question concerning whether they 
would feel an emotional bonding with the brand seems more neutral. Contrastingly, as we can see 
under no circumstances, they would perceive it negatively or they would be indifferent.  
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Which of the following categories affect more your satisfaction when you stay in a luxury 
hotel? 
 
In this question four categories were formed a. excellent service from hotel staff, b. architectural 
layout, decoration and physical environment, c. room type and food that meet the expectations, d. 
the provision of a wide list of activities. As it is seen from the bar charts, the categories that most 
affect the satisfaction in a luxury hotel is the impeccable service and the quality of the product 
purchased to be equivalent to the expectations set. Third in peoples’ preference seems to be the 
architectural layout and fourth the provision of a great variety of activities.  
Do you believe that your experience would be enhanced in a hotel with technological 
innovations? 
 
 
As we see in pie above, 40,7% of our sample answered that they believe that their experience would 
be enhanced, 56,9% answered maybe and only a 2,4% see to believe that technological innovations 
will not have a positive effect on their stays. 
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How important do you believe are the following technological innovations in hospitality for 
the customer experience? 
 
1. Artificial Intelligent Rooms: As we can see most of the responses are spread between the 
neutral option and the not so important option. 
2. Scanner or a devices for quick and easy check-in instead of employees: As can observe most 
answers range from not so significant until very significant options. 
3. Robots instead of humans processing check-in/check-out options: As we see most answers 
are gathered to the not important option. 
4. Make room service orders via applications or chatbots: This innovation seems more 
favorable as most answers gathered in the neutral and very significant option. There is 
through a small percentage that believes that is not so important for the customer 
experience. 
5. ‘Smart’ remote control in the room to manage in-room functions (temperature, lighting, 
humidity etc.):  As we can observe the option range form not significant to very significant. 
Although, it is evident that outliers are absent and the answers are spread in the middle, 
most of the answers are given in the very significant and neutral option. 
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6. Virtual reality: Again, in this category is evident that outliers are almost absent, and the 
answers are spread in the middle, but this time most the answers are given in the not 
significant option and neutral 
7. Voice-empowered room service orders: For another time, most answers are spread through 
the three middle options, not significant, neutral and very significant, with the most 
responses fallen in the very significant option but with not big difference from the rest. 
In which cases you would prefer to visit a hotel with technological innovations?  
 
As we can see 63,4% answered that in both cases (for leisure and business travel) they would choose 
to stay in a hotel that has adopted technological innovations. In the second option came the option 
for a business trip with 23,6% and then followed for leisure trip with 8,1%. The last option in 
peoples’ preference came the fourth option that is under no circumstances, which got 4,9%. 
How interesting would it be for you to stay in thematic rooms or thematic hotels? 
 
People seem to be intrigued by thematic rooms or hotels, as 27,6% and 26,8% rated the four and 
five options, which are the highest scores. A 28,5% seems to be neutral. The negative answers are 
not represented with high scores as only 13% would thing that this type of offerings is not very 
interesting and a mere 4.1% would believe that is not interesting at all. 
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Which of the following you believe is worse to lack a luxury hotel staff?  
 
In the quest for what should not lack a luxury hotel’s personnel, people responded, with 62,2 %, that 
they would not tolerate an unfriendly and unkind employee. In second place came the lack of 
professionalism, with 25,2% and in third place came the lack of appropriate appearance (bad odor, 
not clean and net uniform).   
 
4.5 Limitations of the present research 
 
The present research tried to give a holistic insight into the management practices that can enhance 
the customer experience and satisfaction. To achieve that it included CEM and CRM theory that have 
been thoroughly investigated one at a time by the management literature. Hence, the present thesis 
did not include all the theories and investigations that have been conducted on each one and 
included only what was imperative for the present work. Moreover, the results represent a sample 
that consist of Greek citizens most of them ranging between 25 until 44, citizens of the north part of 
Greece. Taking that into consideration, the results of the present research should not be generalized 
as further research on the population of the whole country, with a more expanding sample, could be 
more accurate.  
5. Discussion  
In this section, the results of the data will be analysed and interpreted in order to give answers to 
the questions of the present research. In order to achieve that the results of this research will be 
analyzed combined with literature and other data gathered that shed light on the issues that have 
been discussed. 
According to both CEM and CRM theory, both concepts have as a mission the personalization of 
guest experiences as a path that leads to satisfaction. In CRM theory, all the tactics in the operations 
of hotels and the organizational culture revolves around the personalization of experiences.  The 
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personalization is feasible when the hotel management team transmits a knowledge- oriented 
culture, which requires the successful participation of hotel staff in order to have positive results. 
The successful implementation suggests a platform that will allow cross functional communication 
and involvement106. Moreover, as information is the key source, it is imperative that both managers 
and employees exploit explicit and tacit knowledge107. 
 
Figure 21. TK augmented CRM systems (TKACRM Systems) (source: Abdul Basit 2017) 
The results from the present research verifies the importance of personalization in hospitality as 
40,7% and 43,1% of the answers where gathered the highest scores 4 and 5, in a 5-point scale, which 
connotes that 83,8% of our sample believe that the personalization is extremely significant in a 
luxury hotel. On the other hand, concerning the implementation of personalized services by Greek 
luxury hotels, 56,9% answered that the provision of personalized services in Greek luxury hotels is 
50-50, 37,4% standardized and only 5,7% personalized. To some extent this is explained by the 
literature review, as in big luxury brands the frequent authoritarian attitude of hotels managers may 
sometimes impede the knowledge dissemination. In small brands thought, the ‘informal gossiping’ 
between hotel staff supports greater dissemination of information that results in more personalized 
and less formal relationships between the company and the customer108. In the CEM literature the 
provision of personalized services is described as the proactive service from employees, when 
includes employee attentiveness, anticipation of guests needs, recognition of guests' name or even 
the provision of an unexpected service109.  
The utilization of customer data can provide the opportunity to surprise guests on special occasions 
(like birthday or anniversaries) or prevent a request made on a previous stay.  The results from the 
present research asking whether they would be satisfied if a hotel used their personal data, showed 
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that 35% of people would be extremely satisfied, 30,1% would be satisfied and a 19,5% would be 
neutral. Only 8,1% answered that they would not like to use their personal data to enhance their 
experience and 7,3% would be completely opposed to that practice. Concerning the question if a 
Greek hotel brand used the element of surprise to satisfy them in a special occasion, 92,7% 
answered no and only 7,3% answered yes. Accordingly, in the question if a Greek hotel brand 
prevented a request that they had made in a previous stay, 83,7% answered no and 16,3% answered 
yes. From these results we understand that though people would perceive personalization as a 
factor for enhanced hotel experience, the majority of Greek hotel brands do not correspond to that 
preference. 
One of the key experience-design principals according to Pine and Gilmore is the so-called themed 
experiences, which are characterized by a specific theme that is used to create a unique experience 
to guests (thematic escape rooms, Harry Potter Hotel, Rainforest Café in Planet Hollywood). In the 
present research it was asked how interested people would be to stay in a thematic hotel or 
thematic room. In a 5-point scale they answered that 27,6% would be extremely interested and 
26,8% interested, a 28,5% where in middle, so neither they are in favor nor in contrast. Conversely, 
only 13% seems to be not interested and 4,1% not interested at all. Taking into consideration these 
results, we conclude that people tend to be more in favor of thematic rooms/hotel, though there is a 
small proportion that stays indifferent.  
 In CEM literature the customer journey is the breakdown of the guest experiences into a series of 
touchpoints that includes not only the experiences from the guest arrival until departure, but also 
gives insight into the pre-purchase and post-purchase aspects. The importance of the start and the 
ending of an experience, also referred as the dramatic structure of events, can have great impact on 
guest satisfaction as it can impress or disappoint them. Pine and Gilmore (1998) argued that 
memorabilia can act as a physical reminder of an experience and that people spend a great deal of 
money to have a reminder that attaches them to a certain experience. In this view, they firmly 
believed that if there is no demand for memorabilia is due to the lack of engaging experience.  In the 
present research combining the above concepts (memorabilia and creating experiences at all 
customer experience stages), it was asked how much satisfying it would be if hotels provided gift or 
memorabilia upon check out. The results showed that 41,5% would perceive it as extremely 
satisfying, 27,6% very satisfying, and 23,6% would be neutral. On the other hand, 6,5% would 
perceive it as not satisfying and 0,8% as not satisfying at all. Lastly, according to Hansen and Danaher 
(1999) the end of an experience has a greater effect on a customer's perception than the beginning, 
so hotel brands should hide attention to strong ending of the experiences as well. 
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As far as the post experience is concerned, it was asked how people would feel if a hotel that they 
had stayed send them on a special occasion (like their birthday) flowers, a greeting card on an e-
mail. They were given the following options: satisfaction, surprise, emotional bonding with the 
brand, indifference and perceive it negatively and were asked to evaluate them in a 5-scale 
measurement (from not significant at all until extremely significant). The results showed that 
surprise and satisfaction options had the highest scores. Contrastingly, the emotional bonding had 
neutral results and the indifferent and perceive it as negative options had the lowest results. Hence, 
we can surmise that this tactic would create positive emotions and would be a positive cue that can 
contribute to customer satisfaction. The post-purchase savoring, as part of the overall organizational 
performance, was also suggested by Zomerdijk and Voss (2010) as a contributor to satisfaction. 
In both CEM and CRM concept the crucial role of hotel employees has been underlined many times. 
Authentic understanding110 and rapport111, which are attitudes that the front-line employees should 
possess, are linked to a company’s performance and have a great impact on customer satisfaction. 
The present research verifies that since the results showed that the first thing guests would not 
tolerate is the lack of friendly and kind attitude with 62,6%, second came the lack of professionalism 
with 25,2% (not being efficient or lack basic PC knowledge) and third came the bad appearance with 
12,2%. Moreover, based on another investigation expressive service is deemed to be more 
significant in comparison to technical service when we progress from satisfaction to the creation of 
memorable service112. Lastly, it has been stated by many researchers that a company should provide 
motivations and build a reward and development system113 in order to persuade staff towards a 
culture that fosters a customer-centric direction, empowered by knowledge accumulation. Olsen 
and Connolly (2002) suggested that employees would need to acquire better social skills that will 
enable them to identify guests' personalities, understand the role conflict and to match guests to 
certain experiences. 
The literature that referrers to the service quality in luxury brands proposed that it is underpinned 
into three basic components: the physical product, the service experience and the quality of Food & 
Beverage114. Based on that theory, the present researched asked to evaluate the following 
categories: a. excellent hotel staff service, b. architectural layout, decor and physical setting, c. 
quality of the room and the food that meets expectations and d. the provision of a wide activity list, 
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in a four-scale measurement (from low affected to extremely affected). The results showed that the 
first most influential component for customer satisfaction is the excellent service, second came the 
quality of food and room that meets expectations, in the fourth place came the architectural layout 
and the décor and in last position of priority found the provision of a wide list of activities. This result 
shows the crucial role the hotel personnel have on the customer satisfaction in luxury hotel brands.  
The experience innovation is what hospitality industry call for today and technological innovations 
have already entered to the industry causing a lot of changes. In this view, it was asked if people 
believe that their experiences would be better after the adoption of technological innovations by 
hotels. The results showed that 40,7% answered yes, 56,9% answered maybe and only 2,4 answered 
no. Taking that into consideration, we understand that most people keep a positive view about the 
integration of innovations into hospitality though a 56,9% seems unsure about it. This can be 
explained maybe by the lack of very advanced technological innovations in Greek hotels, as the 
integration of them started in the past two years mostly in U.S.A, in Japan and in some hotels in E.U, 
and most of Greeks are unfamiliar with it.  Then it was asked in which type of trip they would mostly 
like to stay in a hotel with technological innovations.  63,4% answered that they would stay for both 
leisure and business travel, 23,6% for business, 8,1% for leisure and a 4,6% would not like to stay in a 
hotel with technological innovations in none of the cases.   
As far the technological innovations in hospitality are concerned, it was asked to evaluate the 
following innovations: AI rooms, easy and quick check-in using scanners or a devise instead of 
employees, robots instead of employees to facilitate check-in and check-out, service orders via 
mobile applications or a Chatbot, control multiple room functions via a remote control, virtual reality 
in hotel rooms and voice-enabled room orders. Overall, all the answers gather to the neutral/middle 
option so they can be characterized as ambivalent. The most positive rated technological innovation 
is to control the room functions via a remote control, in the second place came to make room orders 
via Chabot or apps, and in the third place were the voice-enabled room-orders. In the fourth place 
ranked the scanners for self-check-in, in fifth Ai rooms and the last two was virtual reality and robots 
instead of humans to make the check-ins and check-outs.  
Finally, it was intended to check the frequency that hotels make efforts to learn about guests’ 
experiences during their stay and how. The following two categories were made in order to identify 
if they use a system to track down information or not: a. use of feedback card and b. ask guests 
orally about their stay. It was asked then, to rate the frequency each one was used in lodging 
industry to identify which method was followed more frequently. The results showed that feedback 
card was rarely used and more often hotels asked orally guests about their stay. It can be inferred 
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that most of Greek hotels are medium-sized and family owned which allows them to personally ask 
guests about their stay without keeping record of suggestion and complains that are written on 
feedback cards.   
 
6. Conclusions and Recommendations  
 
After analyzing the data, comparing the present research results with the literature, we can 
summarize the findings and provide some recommendations.   
The present research verifies the importance of personalization that can lead to customer 
satisfaction and create an enhanced customer experience. Contrastingly, hotels in Greece seem to 
make moves towards personalization but the level of adaptation of this practice leaves a big room 
for further improvements. CRM practices that include the utilization of customer information to 
provide extraordinary experiences seem to be missing as most people have almost never 
experienced the usage of their data during their stays in Greek hotels. Additionally, they rated t the 
provision of excellent service as the most important factor of a stay in a luxury hotel, leaving in the 
second place the room and food quality and the architectural layout at the third. The characteristic 
that they would not tolerate is the bad staff attitude that lacks friendliness and the willingness to 
help the guest. 
As far as CEM practices are concerned, most people would delight to receive a small gift upon 
checkout or receive a card or flower on a special occasion (like birthday) as these are elements that 
can surprise them and make them satisfied. Themed hotel rooms would also be intriguing for people 
as they seem positive to experience unique and differentiated hotel styles. Towards this 
differentiated direction are the state-of-the art hospitality innovations that people seem willing to 
try for both leisure and business trips and believe that their experience would certainly be 
enhanced.  On the other hand, elevated technology seems not appealing yet as robots, AI rooms and 
virtual reality got the lowest scores. The most wanted hospitality innovations were the remote 
control to leverage a lot of room functions, chatbots to make quick orders and the voice-empowered 
technology to make order or to ask information. Lastly, was identified that most Greek hotels do not 
frequently use of feedback cards; instead they ask orally about guests stay. 
After having summarized the findings of the research we can proceed with some suggestions for 
hotel: 
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 Invest on CRM and integrate it in all operational levels in order to enable the creation of 
personalized experiences by preventing requests and surprising guests on special occasions. 
 Use the drama metaphor and the customer journey map in order to provide unique and 
unforgettable experiences throughout their overall stay. In this research it was verified that 
the provision of a gift upon checkout or the provision of a gift, card or flowers on a special 
occasion leads to customer satisfaction. 
 Pay attention to employees' attitude apart from professionalism as it the number one factor 
that could ruin a guest's experience.  
 Provide excellent service as it is the most important component for customer satisfaction 
according to the findings of this research. It must be underpinned by a well-organized HRM 
department that will provide the necessary training, motivation and development systems in 
order to achieve excellence in service. 
 Hotels should not only ask orally about guests stay but they further need to collect feedback 
cards in order to keep always open ways of communication with guests, enabling them to 
express themselves and maybe provide interesting ideas for further improvements. 
 Hotels should integrate new technological hospitality innovations as they may attract and 
delight millennials who tend to travel more and prefer more new ways of communication 
with lodging providers. The technologies that this research found to be more attractive to 
guests are the usage of the remote control to leverage a lot of room functions, chatbots and 
voice-enabled order. 
“If you don’t have an AI strategy, you’re going to die in the world that is coming” 
Devin Wenig Ebay CEO 
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Appendix 
Questionnaire 
1. Age  
             a. 14-17      b. 18-24      c. 25-32      d. 32-44        e. above 45 
2. Gender 
    a. female 
    b. Male 
3. Educational Background 
a.  Primary Education 
b.  b. Secondary education  
c. c. bachelor's degree  
d. d. Master or PhD 
 
4. Have you ever stayed in a 4* or 5* hotel of Halkidiki? 
                                            a. Yes     b. No 
5. When you travel, to which type of lodging you prefer to stay? 
a. 1* & 2* hotels 
b. 3*& 4* hotels 
c. 5*hotels 
d. Hostel 
e. Airbnb 
f. Boutique 
6. When you stay in a Luxury Hotel how important you consider to be the provision of 
personalized services? 
 
7. Do you believe that hotels in Greece have adopted personalized services or they 
provide standardized services? 
                                                 a.  Yes            b. No       c. 50/50 
   
 
[61] 
 
8. Have you ever experienced, in a luxury hotel that you had visited in the past, having 
prevented a request that you had made in a previous stay? 
                                                  a. Yes              b. No 
9. How much it would satisfy you if hotels made use of your personal data to enhance 
your experience? 
 
10. Have you experienced anytime to make you a surprise using your personal data (on 
your birthday or anniversary)? 
                                                        a. Yes          b. No 
11. How much it would satisfy you if hotels made use of your personal data to enhance 
your experience? 
 
12. How often you are asked orally or by a feedback card about your stay in hotel? 
 
 
 
13. How much would your satisfaction rate been affected by the provision of a gift or 
memorial upon chech-out? 
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14. How would you feel if a hotel that you had stayed sent you a greeting card, flowers 
or email message in a special occasion like your birthday or anniversary? 
 
 
15. Which of the following categories affect more when you stay in a luxury hotel? 
 
16. Do you believe that your experience would be enhanced in a hotel with 
technological innovations? 
                                                    a. Yes                b. No              3. Maybe 
 
   
 
[63] 
 
17. How important do you believe are the following technological innovations in 
hospitality for the customer experience? 
 
18. In which cases you would prefer to visit a hotel with technological innovations? 
a. Leisure 
b. Work   
c. Both (leisure and work)  
d. In none of that circumstances 
 
19. How interesting would it be for you to stay in thematic rooms or thematic hotels? 
 
20.  Which of the following you believe is worse to lack a luxury hotel staff? 
a. Lack of friendly attitude or unwilling to be sympathetic with guests 
b. Lack of professional attitude (Lack of information about the product or services, 
procrastinate due to lack of knowledge about software usage) 
c. No appropriate appearance (bad odor or not net and clean uniforms) 
  
 
